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Annual meeting 

The annual meeting of stockholders will be 
held on March 23, 1971. A formal notice of this 
meeting, together with proxy and proxy 
statements, was mailed with this report on or 
about February 19, 1971, at which time 
proxies were solicited by the management. 
The information herein contained is published 
solely for the benefit of the company’s 
stockholders. No statement in this report is 
made for the purpose of inducing the 
purchase of securities issued by the company. 
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Dr Pepper Company and Subsidiaries 

Consolidated balance sheet 

December 31, 1970 and 1969 


Assets 

1970 

1969 

Current assets: 



Cash (including time deposits and short-term 



government securities, $10,470,108 in 1970 

and $7,381,429 in 1969). 

$10,760,891 

8,157,303 

Receivables: 



Accounts receivable — trade. 

2,907,310 

3,361,852 

Sundry notes and accounts receivable — partially secured 

972,108 

615,438 

Total receivables. 

3,879,418 

3,977,290 

Inventories, at lower of cost (first-in, first-out) or market. 

1,906,629 

1,757,371 

Prepaid expenses. 

1,046,045 

1,038,885 

Total current assets . 

17,592,983 

14,930,849 

Investments and notes receivable 

Property, plant and equipment — at cost: 

470,656 

352,873 

Land, buildings and improvements. 

4,027,325 

3,760,074 

Machinery, equipment and furniture 

8,237,902 

7,800,257 


12,265,227 

11,560,331 

Less accumulated depreciation (straight-line method) . 

5,249,478 

4,858,193 

Net property, plant and equipment . 

7,015,749 

6,702,138 

Formulae, trademarks and goodwill, at cost or nominal value 

272,910 

272,910 


$25,352,298 

22,258,770 

Liabilities and Stockholders’ Equity 



Current liabilities: 



Accounts payable and accrued expenses. 

$ 2,859,195 

2,615,148 

Federal and state income taxes. 

715,455 

800,728 

Total current liabilities. 

3,574,650 

3,415,876 

Stockholders' equity (note 1): 



Common stock without par value. Authorized 9,600,000 shares; 



issued 9,249,630 shares in 1970 and 9,219,180 shares in 1969 

3,538,009 

3,324,684 

Retained earnings 

18,239,639 

15,518,210 

Total stockholders’ equity 

21,777,648 

18,842,894 


$25,352,298 

22,258,770 


See accompanying notes to consolidated financial statements. 
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Dr Pepper Company and Subsidiaries 



Statement of consolidated earnings and retained earnings 

Years ended December 31, 1970 and 1969 



Net sales. 

Cost of sales. 

Gross profit. 

Administrative, marketing and general expenses 

Operating profit. 

Miscellaneous income — net. 

Earnings before income taxes. 

Federal and state income taxes. 

Net earnings . 

Retained earnings, beginning of year. 

Dividends paid — $.31V 2 per share in 1970 and 
$.28V3 per share in 1969 (note 1). 

Retained earnings, end of year. 

Net earnings per share (note 1). 


1970 

1969 

$57,449,749 

49,514,538 

27,428,675 

24,638,951 

30,021,074 

24,875,587 

19,835,343 

15,394,624 

10,185,731 

9,480,963 

899,051 

301,535 

11,084,782 

9,782,498 

. 5,455,761 

5,140,260 

5,629,021 

4,642,238 

15,518,210 

13,481,738 

21,147,231 

18,123,976 

2,907,592 

2,605,766 

$18,239,639 

15,518,210 

$.61 

.50 


See accompanying notes to consolidated financial statements. 
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Dr Pepper Company and Subsidiaries 

Statement of consolidated source and application of funds 

Years ended December 31. 1970 and 1969 


1970 

Funds provided: 

Net earnings .$ 5,629,021 

Add charge for depreciation which did not require funds. 990,225 

Funds derived from operations. 6,619,246 

Decrease in noncurrent notes receivable. — 

Sale of 30,450 shares of common stock in 1970 and 

46,920 shares in 1969 (note 1). 213,325 

6,832,571 


1969 


4,642,238 

869,489 

5,511,727 

73,981 

245,655 

5,831,363 


Funds applied: 

Dividends on common stock. 2,907,592 

Net additions to property, plant and equipment. 1,303,836 

Increase in noncurrent notes receivable. 117,783 

4,329,211 

Increase in working capital.$ 2,503,360 


2,605,766 

1,313,691 


3,919,457 

1,911,906 


See accompanying notes to consolidated financial statements. 
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Dr Pepper Company and Subsidiaries 

Notes to consolidated financial statements 


(1) Common stock 

In March 1970, the Company increased its 
authorized common stock from 3,200,000 to 
9,600,000 shares and effected a 3 for 1 stock split. 
Common shares issued at December 31, 1969, 
dividends per share and earnings per share have 
been adjusted to give effect to the stock split. 

The Company has in effect qualified stock option 
plans under which the Board of Directors may grant 
options to selected employees to purchase an 
aggregate of 309,150 shares of the Company’s 
common stock. The exercise price of options 
granted under the plans may not be less than the 
quoted market price at date of grant and the options 
expire five years from date of grant. At December 
31, 1970, options to purchase 231,900 shares 
at prices ranging from $6.21 to $19.00 per share for 
an aggregate of $3,843,650 were outstanding with 
116,050 shares currently exercisable. During 1970, 
options were exercised for 30,450 shares at 
prices ranging from $6.21 to $17.00 per share for 


an aggregate of $213,325. During 1969, options 
were exercised for 46,920 shares at prices ranging 
from $5.04 to $6.21 per share for an aggregate 
of $245,655. 

(2) Pension plan 

The Company and its subsidiaries provide an 
insured noncontributory pension plan for 
employees. The companies expect to continue the 
plan indefinitely but have the right to discontinue 
it at any time. The cost of the plan amounted 
to $347,400 in 1970 and $344,300 in 1969, which 
costs include amounts sufficient to amortize 
past service costs over the remaining active 
employment periods of the covered employees, 
except that the additional past service cost, 
resulting from a 1969 amendment, attributable to 
employees scheduled for retirement prior to 
1979 is being amortized over a ten-year period. The 
assets of the fund exceeded the actuarially 
computed vested benefits as of December 31, 1970. 
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Accountants’ report 


The Board of Directors 
Dr Pepper Company: 

We have examined the consolidated balance sheet of Dr Pepper Company and subsidiaries as 
of December 31, 1970 and 1969 and the related statements of earnings and retained earnings and of 
source and application of funds for the years then ended. Our examination was made in accordance 
with generally accepted auditing standards, and accordingly included such tests of the accounting 
records and such other auditing procedures as we considered necessary in the circumstances. 

In our opinion, such financial statements present fairly the financial position of Dr Pepper Company 
and subsidiaries at December 31,1970 and 1969 and the results of their operations and the source 
and application of funds for the years then ended, in conformity with generally accepted 
accounting principles applied on a consistent basis. 



Dallas, Texas 
January 29, 1971 
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Dr Pepper Company and Subsidiaries 

Ten year financial review 




Financial Results 


Year 

Net Sales 

Net Income 

Earnings 

Per Share 

Dividends 

Dividends 
Per Share 

Shares 

Outstanding 

1970 

$57,449,749 

5,629,021 

.61 

2,907,592 

.31 V2 

9,249,630 

1969 

49,514,538 

4,642,238 

.50 

2,605,766 

.28 Vs 

9,219,180 

1968 

41,883,072 

4,107,686 

.45 

2,137,866 

,23Va 

9,172,260 

1967 

33,812,195 

3,478,232 

.38 

1,568,555 

MVi 

9,050,580 

1966 

28,660,482 

2,878,516 

.32 

1,366,856 

.15 5 /i2 

8,875,980 

1965 

27,478,828 

2,405,718 

.27 

1,139,876 

.12"/,2 

8,848,380 

1964 

24,565,059 

1,753,117 

.20 

872,321 

.10 

8,755,380 

1963 

21,783,299 

1,303,569 

.15 

631,200 

,07 7 /24 

8,656,380 

1962 

17,496,226 

853,151 

.10 

481,743 

.05 5 /e 

8,611,656 

1961 

14,820,390 

628,130 

.07 

413,492 

.05 

8,478,984 


Notes: 

(1) Adjusted tor two-for-one stock split March 25, 1964, tor two-for-one stock split March 27, 1968, and for three-for-one stock 
split on March 25, 1970. 

(2) Years 1961 through 1966 restated to give retroactive effect to the change during 1967 in method of accounting tor return¬ 
able containers. 




















Financial Position 



Year 

Current 

Assets 

Current 

Liabilities 

Working 

Capital 

Fixed Assets 
Net 

Other 

Assets 

Long Term 
Indebted¬ 
ness 

Stock¬ 

holders' 

Equity 

Book Value 
Per Share 


1970 

$17,592,983 

3,574,650 

14,018,333 

7,015,749 

743,566 

— 

21,777,648 

2.35 


1969 

14,930,849 

3,415,876 

11,514,973 

6,702,138 

625,783 

— 

18,842,894 

2.04 


1968 

12,521,996 

2,918,929 

9,603,067 

6,257,936 

699,764 

— 

16,560,767 

1.81 


1967 

11,313,099 

3,169,091 

8,144,008 

5,566,180 

523,927 

— 

14,234,115 

1.57 


1966 

8,913,209 

2,954,915 

5,958,294 

5,376,055 

515,989 

— 

11,850,338 

1.34 


1965 

7,552,449 

3,104,882 

4,447,567 

5,411,200 

600,937 

189,739 

10,269,965 

1.16 


1964 

6,205,405 

2,759,351 

3,446,054 

5,194,278 

505,568 

373,308 

8,772,592 

1.00 

1 

i 

1963 

5,481,363 

2,699,541 

2,781,822 

4,751,717 

662,933 

550,944 

7,645,528 

.88 

1 

1962 

5,380,117 

2,184,204 

3,195,913 

3,671,804 

790,123 

722,881 

6,934,959 

.81 

1 

1961 

4,336,841 

1,682,005 

2,654,836 

3,734,955 

852,423 

791,963 

6,450,251 

.76 


' 

























Ten year growth 


(0 


NET SALES 

1970 was a record year in Dr Pepper 
net dollar sales — more than 16 per cent 
greater than in 1969. It was the company’s 
thirteenth consecutive year in which 
Dr Pepper annual sales reached a new 
all-time high. 


EARNINGS PER SHARE 

Per share earnings on Dr Pepper common 
stock in 1970 were approximately 21 per cent 
ahead of 1969. A three-for-one stock 
split was approved on March 25. Stockholder 
dividend payments climbed from 7!/2c per 
share to 9? with the December 1st payment, 
your company’s 164th consecutive quarterly 
dividend paid to shareowners. Total 
outstanding capital stock in the company as of 
December 31, 1970 was 9,249,630 shares 
of no nominal or par value. 
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Distribution of revenue 


Retained in Business 


Dividends 


Other Operating Expenses 
3 Depreciation and Maintenance 


Taxes on Income 


Payrolls 


Promotion, Advertising and Expansion 
Raw Materials and Packaging 


4 3 /4% 5% 


44% 
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Organization 


Officers 

H. S. Billingsley 
Chairman of the Board 

W. W. Clements 
President 

Frederick F. Avery 
Vice President 

Harris M. Browder 
Vice President 

Charles P. Grier 
Vice President 

Joe K. Hughes 
Vice President 

T. C. Hunter 
Vice President 

W. F. Massmann 
Vice President 

Robert L. Stone 
Vice President 

W. E. Tully 
Vice President, 
Secretary and Treasurer 

Hilton Folkes 
Assistant Secretary 

Frank J.Doran 
Controller 


Directors 

H. S. Billingsley 

Chairman of the Board, Dr Pepper Company, Dallas, Texas 
Harris M. Browder 

Vice President, Dr Pepper Company, Dallas, Texas 
W. W. Clements 

President, Dr Pepper Company, Dallas, Texas 
Robert B. Cullum 

Chairman of the Board, The Cullum Companies, Dallas, Texas 
Raymond H. Cummins 

Chairman of the Board and Chief Executive Officer, 
Goldsmith's Department Store, Memphis, Tenn., 
and Vice President, Federated Department Stores, Inc. 

J. W. Davis 

Dr Pepper Bottling Company, Roanoke, Virginia 
E. E. Fogelson 

Independent Oil Operator, Dallas, Texas 
Joe S. Rice 

Investments, Winston-Salem, North Carolina 
John M. Stemmons 

President, Industrial Properties Corporation, Dallas, Texas 

John P. Thompson 
Chairman of the Board, 

The Southland Corporation, Dallas, Texas 

Jack C. Vaughn 

President, Vaughn Petroleum, Inc., and 
Investments, Dallas, Texas 

W. D. White 

Senior Partner, White, McElroy & White, Attorneys at Law 
Dallas, Texas 
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Highlights of the year 



1970 

1969* 

1968* 

Net Sales 

$57,449,749 

49,514,538 

41,883,072 

Gross Profit 

30,021,074 

24,875,587 

22,270,689 

Profits Before Income Tax 

11,084,782 

9,782,498 

8,659,915 

Provision for Income Taxes 

5,455,761 

5,140,260 

4,552,229 

Profits After Income Taxes 

5,629,021 

4,642,238 

4,107,686 

Depreciation Charged to Operations 

$ 990,225 

869,489 

762,889 

Number of Shares Outstanding 

9,249,630 

9,219,180 

9,172,260 

Per Share 

Profits Before Income Taxes 

$ 1.20 

1.06 

.95 

Provision for Income Taxes 

.59 

.56 

.50 

Profits After Income Taxes 

.61 

.50 

.45 

Depreciation Charged to Operations 

$ .11 

.09 

.08 


* Adjusted for three-tor-one stock split on March 25, 1970. 


Dr Pepper national headquarters and home offices, Dallas, Texas 
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Message to shareholders 


Theme of our Annual Dr Pepper Bottler 
Convention held in Miami Beach, Florida, 
October 6-8 was "Dr Pepper Is The 70’s." 
Based on the record accomplishment of your 
company during 1970, this promises to be 
an accurate prediction. 

Nineteen hundred and seventy was a 
record year for Dr Pepper. Net sales climbed 
to an all-time record high of $57,449,749, an 
increase of 16 per cent over 1969. Net income 
reached $5,629,021, a gain of more than 

21 per cent over the previous year. 

Dr Pepper national gallonage sales hit a 
new record with a gain of approximately 

22 per cent to give your company its 13th 
consecutive year of increase. December 
closed out the year with a gain of 33 per cent 
over the same month the previous year and 
was your company’s 116th consecutive 
monthly sales increase. 

Starting early in the year was a series of 
events which produced far reaching effects. A 
complete new advertising approach was 


introduced aimed at capturing the interest 
of non-Dr Pepper drinkers. It was primarily a 
challenge for people to try Dr Pepper 
which millions did as evidenced by the solid 
returns from many distribution areas. 

Two happenings in mid-year proved to be 
of major consequence for Dr Pepper. One was 
the introduction of Dr Pepper in New York 
where, on May 18, Dr Pepper made an 
auspicious debut throughout the area. The 
Coca-Cola Bottling Co. of New York, Inc., was 
granted franchise distribution rights for the 
New York market. Initial distribution placed 
Dr Pepper on sale through more than 60,000 
retail soft drink outlets. A major ad campaign 
backed the introduction to give Dr Pepper 
a solid base on which to establish future sales. 

A second major event was an invitation 
to address the May meeting of the New York 
Society of Security Analysts. Our appearance 
there brought favorable reaction for your 
company throughout the nation’s financial 
community. 


Your company and its board of directors 
demonstrated confidence that 1970 would 
bring good results with a January vote for a 
three-for-one split in Dr Pepper stock. This 
action was approved by stockholders in 
their annual meeting held March 24. We 
viewed the move as a means for giving wider 
distribution to your company's stock and 
as an advantage to stockholders. The 
December 1st payment was your company’s 
164th consecutive quarterly dividend paid to 
shareholders. 

The year was not without some drawbacks. 
Diet soft drinks generally failed to recover 
from the October 1969 ban on cyclamates 
which seriously curtailed volume in this area. 
Dr Pepper’s new diet product, introduced 
shortly following the cyclamate ban, met with 
excellent consumer approval and has 
regained a large share of our former volume. 
Our new Diet Dr Pepper contains only 
2.6 calories per fluid ounce, one of the lowest 
among soft drinks on the market. 


H. S. Billingsley (standing), Chairman of the Board, 
and W. W. Clements, President and Chief Executive Officer 






Research and development, including 
consumer taste tests, have been completed on 
a sugar-free Dr Pepper which your company 
will introduce in 1971. All tests indicate highly 
favorable consumer approval of the flavor 
of this new drink. Thus we will have available 
an enjoyable Dr Pepper for people who 
must abstain from the use of sugar entirely. 

Important last year was the near completion 
of our national distribution. Practically all 
heavily populated areas in the North and East 
are now under development. There were 
a number of mergers and consolidations 
which strengthened Dr Pepper’s overall 
market position. As a result of these 
developments there were 496 Dr Pepper 
bottling plants at year end, nine fewer than in 


1969. They represent larger operations, 
however, because of the consolidations. 

The growing concern for ecology 
and pollution brought new challenges to our 
industry last year. Your company stayed 
abreast of these matters and recognizes its 
responsibilities in helping solve the problems 
involved. Much has been done and the 
groundwork is laid for more to follow, working 
with all agencies in finding proper and 
satisfactory solutions. 

Summarizing — your company’s progress 
and growth last year was again largely due to 
the aggressive application of ideas and 
programs on the part of our bottlers. 

Dr Pepper’s success throughout its bottler 
group is the result of dedicated effort on the 
part of management and employees in these 
individually owned companies which serve 
nearly 500 markets. 

From them we sense a keen spirit of 
optimism that Dr Pepper offers great 
potential in the period ahead. We share their 
optimism and view 1971 as another year 
of great promise for Dr Pepper. 

Your company expanded and strengthened its 
own organization during the year and is 
better equipped to meet the challenges and 
opportunities that lie ahead. 


We can not overlook the valuable 
contributions made to your company’s 
success by our employees and directors. The 
dedication of many people including bottlers, 
employees, stockholders and others, makes 
us confident that “Dr Pepper Is The ’70’s.” 
We pledge to join our efforts in striving to 
provide capable leadership and management 
that will continue to move Dr Pepper 
successfully ahead. 

H. S. Billingsley, Chairman of the Board 


W. W. Clements, President 
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Marketing and promotion 


The total objective in Dr Pepper’s 
marketing and promotion is to increase brand 
name awareness and consumer acceptance 
for Dr Pepper. Our success in this objective 
during 1970 was reflected in many areas. 
Never in a previous year has Dr Pepper 
occupied the national spotlight among dealers 
and consumers more prominently. 

Based on research done by Young & 
Rubicam, Inc., our national advertising agency, 
plus our own research efforts and long 
experience, your company took a completely 
new advertising approach in 1970. Results 
showed that while Dr Pepper enjoyed strong 
brand image in many areas, in others it was 
misunderstood. This brought about the 
introduction of the theme . . . “Dr Pepper, the 
most misunderstood soft drink in America 
... but not for long!” 

To achieve its objectives the company used 
radio, television, newspapers, magazines 
and poster board advertising in a national ad 
campaign featuring the new theme. In new 
areas, where Dr Pepper was still unfamiliar at 
least in taste, the new ad approach was 
highly apropos, especially in the metro-New 
York area and other major centers in the 
East where Dr Pepper was introduced last 
year. During the first two weeks, following the 
New York introduction, more than 18,000,000 
Dr Peppers were bought and consumed. 

In older established distribution areas 
consumers were surprised with the 


“misunderstood” theme. After all, they had 
been enjoying Dr Pepper for years and it 
certainly wasn’t misunderstood by them. Even 
so, studies showed that the new theme was 
also effective in these areas where the product 
was well known. 

The new theme was a distinct departure 
from the usual product appeal. It challenged 
people to try Dr Pepper. Another ad punch 
line said “All you have to do to like us is to 
try us.” Television commercials with a 
humorous approach were successful in 
creating consumer interest in Dr Pepper. 
Long-time users of Dr Pepper agreed that 
actually, they couldn’t describe the Dr Pepper 
flavor. They only knew they had been drinking 
and enjoying Dr Pepper for years and that 
was reason enough for them to keep buying it. 

Following a format used successfully by the 
company in the past, the year 1970 scheduled 


a series of promotions starting with the 
Easter holiday. Next came a Horoscope 
promotion in May, June and July which 
sparked July to a new all-time high month in 
national sales. 

Leading into the Summer was a Lee Trevino 
golf ball promotion, a repeat from the 
previous year, followed by a July 4th 
promotion. A third summer promotion was 
“Picnic Supplies A’ Plenty” offering dealers a 
tie-in with related picnic items and a 
Dr Pepper Karry-Keg cooler as a premium. 
Opening the Fall season was the “Miss 
Teenage America” promotion, one of 
Dr Pepper’s strong tie-ins with the youth 
market. National media included color ads in 
Teen, Co-Ed, Ingenue, Seventeen and LIFE 
magazines, plus radio, TV spots and 
newspapers. Another repeat was a Halloween 
promotion, again sparked by Dr Pepper 

holiday specials. Closing out the 
year were three seasonal 
campaigns, one using toy 
vehicles as premiums, one a 
straight holiday special and the 
final big one featuring HOT 
Dr Pepper. 

The success of Dr Pepper 
promotions and the consistent 
sales gains made during the year 
was largely the result of 



Building in-store displays 
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coordination between Dr Pepper’s national 
advertising and tie-in by franchise bottlers at 
the local level. Available and in support of 
each promotion was colorful point-of-sale 
advertising designed to focus consumer 
attention on product displays. 

A national sales incentive program offered 
bottlers a variety of attractive merchandise 
prizes for motivating Dr Pepper salesmen. 
Also, as an aid to bottlers, was a variety of 
training materials and a complete sales 


manual providing instruction tailored to fit 
salesman-dealer problems. 

Dr Pepper bottlers capitalized on the 
company’s consumer service department 
more extensively during the year. Special de¬ 
monstrations were conducted in bottler 
markets featuring Dr Pepper as a cooking 
ingredient before groups of dietitians, 4-H 
Clubs, home economics classes, gourmet 
clubs and food editors. The company’s 
consumer service department reported record 


distribution of its Dr Pepper recipes during 
the year. 

Dr Pepper sales through automatic vending 
continued their momentum with bottler 
purchases of equipment at a new all-time high. 
The company worked with suppliers in 
making available a complete line of equipment 
that would vend Dr Pepper in bottles, cans 
or cups — also units that would dispense 
Dr Pepper in cartons. A special bonus 
incentive program, complete with bank 
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“ Cookin' With Dr Pepper" 
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financing, was offered bottlers to promote the 
purchase and placement of equipment thus 
making Dr Pepper available to more 
consumers. 

Dr Pepper continued to gain in bulk sales 
as a result of increased availability through 
fountain outlets. Advertising was designed to 
fit the needs of the fountain market; 
aggressive development work was done with 
major accounts to strengthen Dr Pepper's 
position in this area of operation. Military 
sales, including overseas distribution, also 
accounted for a sizeable share of volume. 

Again it was a year of emphasis on 
packaging and Dr Pepper explored new ideas 
searching for improvements. For the first 
time plastic bottles came into the picture but 
only on a test basis. The company invested 
many man hours and considerable expense in 
research on plastic bottles. This work will 
continue in an effort to develop better, more 
economical packaging. 

Dr Pepper was offered for sale in glass 
bottles, both returnable and non-returnable, 
ranging in size from 6 V 2 ounce to 32 ounce; 
and in 12-ounce cans. Eight bottle cartons 
of ten and twelve ounce product and family 
size bottles gained a larger share of the home 


Calendar art tor 1971 




These two colorful Dr Pepper point-of-purchase pieces won top 
national awards in the 1970 Annual Contest of the Point-of-Purchase 
Advertising Institute. 



***««««*« * Ad M 


Special event merchandising 
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May 18,1970 — The day Dr Pepper 
came to New York 



market during the year with indications 
pointing to continued increase in this type 
packaging. 

Young & Rubicam, Inc., was responsible for 
the introduction of new advertising concepts 
for Dr Pepper during 1970, their first full 
year on the account. Their knowledge of the 
New York market was particularly helpful in 
the introduction of Dr Pepper there in 
mid-May. 

The company made extensive use of market 
research in planning its programs, not only 
the services of its own research staff but those 
of Young & Rubicam as well. Thorough study 
was made of each respective bottler market in 
planning the prescribed action. The 
coordination of all marketing and promotion, 
combined with effective co-op advertising 
programs, produced good results during the 
year. The same plan of operation on an 
accelerated scale will continue in 1971. 


May 18, 1970 was a red-letter day for 
Dr Pepper. It was on that date that initial 
distribution began in New York and 
surrounding area comprising a franchise 
population of better than 18,000,000. Handling 
distribution was the Coca-Cola Bottling Co. 
of New York, Inc., largest single bottling 
operation in the world with 3,500 employees 
and twelve producing plants serving more 
than 60,000 retail sales outlets. 

The significance of Dr Pepper’s entry in the 
New York market had far reaching effects 
for the company, greatly enhancing its position 
in the national soft drink market. Adding 
further magnitude to the event has been the 
overwhelming acceptance of Dr Pepper 
in the area. 

During the first two weeks, following the 
introduction, more than 18,000,000 
Dr Peppers were sold. Since that time sales 
projections set by the management of both the 
New York firm and Dr Pepper 
Company have been revised 
upward and sales have exceeded 
all projections made. Long 
months of advance planning 
went into the introductory 
campaign. There was no great 
super-colossal "happening” 
to mark Dr Pepper’s entry — but 
rather a comprehensive, solid, 
basic approach. The only thing 
resembling anything spectacular 
was a mass sales meeting for 


To know us 
is to love us. 


Outdoor poster advertising (St. Louis, Missouri) 



Sales meeting in Madison Square Garden addressed 
by W. W. Clements (left), president of Dr Pepper Company 
and Charles E. F. Millard, president of 
Coca-Cola Bottling Co.,of New York, Inc. 


all employees and wives of the New York 
bottling firm, held in Madison Square Garden, 
where Charles E. F. Millard, president of 
the company and W. W. Clements, president 
Of Dr Pepper Company, addressed the group. 
It was perhaps the largest bottling force 
sales meeting ever held and the enthusiasm 
that resulted sparked the success of events 
that followed. 

Franchising of New York marked the 
culmination of some three years of market 
study and planning by your company. With the 
successful franchise negotiations that 
followed, other large population areas 
surrounding New York have now been 
completed which closes the major gap in 
Dr Pepper’s national distribution. To solidify 
these moves, your company, in cooperation 
with all franchise holders, will concentrate 
on long range plans that will continue to 
strengthen Dr Pepper’s sales position not only 
in New York but elsewhere around the 
country as well. 
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Ecology and pollution 

Within the past year the national spotlight 
has been focused on ecology and pollution 
and the problems that stem from each. Soft 
drink companies generally, have come in for 
heavy criticism as offenders and contributors 
to these problems. 

Complete facts, however, reveal that soft 
drinks represent only a fragment of the picture 
— also that soft drink producers have taken 
steps to help solve the problems involved. 

Raw materials, including aluminum and 
glass used in convenience type packaging of 
soft drinks, are being recycled back into 
production on an increasing scale. The 
industry and its suppliers are working closely 
in setting up programs that will expand this 
activity. 

The pollution problem is bigger and more 
complex because it requires the cooperation 
of the public in general. There would be no 
pollution problem if all discardable packaging 
were disposed of through proper channels. 
Thus, it becomes a matter of education and 
more effective enforcement of laws and 
regulations governing pollution. 

Dr Pepper Company is solidly behind 
feasible moves to help solve these problems. 
The company and its bottlers are pledged 
to support activities that can eliminate hazards 
to health and environment. Our company 
views its role as being a part of the solution 
and certainly not a part of the problem. 

National statistics show that soft drinks 
account for slightly more than 4 per cent of 
solid litter. They do not reflect, however, that 
soft drinks are the only consumer items 
sold on a mass scale in returnable packaging. 


Thus, the industry will strongly recommend 
increased consumer use of its products in 
returnable containers. 

During 1971 Dr Pepper Company will 
sponsor Miss Rewa Walsh, current reigning 
“Miss Teenage America,” as a spokesman 
among youth organizations to promote anti¬ 
litter. The company and its bottlers will join 
with suppliers in carrying out programs 
established for the collection and recycling of 
both metal and glass soft drink containers. 
The company pledges its support of feasible 
measures in the national effort to eliminate 
pollution and avoid unnecessary waste of our 
natural resources. 



Miss Teenage America (Rewa Walsh) will help fight litter 
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Special events and special people 


Perhaps nothing has done more to establish 
the Dr Pepper image than special events 
in which Dr Pepper is a participant, and the 
services of special people who are identified 
with the product. The company enjoys an 
enviable role in three major events which 
receive national and international recognition. 

On January 1 each year Dr Pepper enters 
a float in the colorful Tournament of Roses 
Parade in Pasadena, Calif., and in the Cotton 
Bowl Parade in Dallas, Texas. The 1971 
float in Pasadena won the Anniversary Award, 
the eighth win out of eleven annual entries; 
in the Cotton Bowl Parade the Dr Pepper float 
won the Sweepstakes Award, making it 
nine wins out of eleven in Dallas. 

Both parades are televised nationally in full 
color and viewed on the scene by several 
million people. Dr Pepper enjoys the 
distinction of being the only soft drink 
participant in each parade. 

A third special event of major importance 
in which Dr Pepper is a participant is the 
Miss Teenage America Pageant, also telecast 
live and in full color over national network. 

In addition to the telecast, Dr Pepper sponsors 
personal appearances by Miss Teenage 
America throughout the year. This year the 
title holder is Rewa Walsh, 17-year-old beauty 
from Anaheim, Calif. 



14 






















Cotton Bowl Parade, Dallas, Texas 


In support of the national anti-litter effort 
Dr Pepper will sponsor Miss Walsh as a 
spokesman, especially among youth 
organizations, in anti-litter programs during 
1971. 

Two sports personalities who also serve as 
Dr Pepper spokesmen, are Calvin Hill, star 
running back for the Dallas Cowboys 
professional football team, and Lee Trevino, 
one of the nation’s leading professional 
golfers. During the past season Hill was 


plagued by injuries which seriously hampered 
his performance. Trevino enjoyed the 
greatest year of his career. He became the 
leading money winner on the pro circuit, was 
named winner of the Vardon Trophy and 
also Athlete of the Year by the Texas 
Sportswriters Association. Both Hill and 
Trevino make personal appearances for 
Dr Pepper and render valuable services 
to the company. 



I/V. W. Clements and 1971 Miss Teenage America Rewa Walsh 
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Expanding availability 

The big chapter in Dr Pepper’s 1970 
history would deal with market expansion 
which, in reality, means expanded product 
availability — the key to sales growth. For a 
number of years the main target objective 
of the company each year was “to complete 
national distribution.” 

In 1970, for all practical purposes, this 
objective was achieved. This means that the 
entire limits of the United States have come 
under Dr Pepper development. 

With the granting of franchises covering 
prime areas in the North and East, including 
New York City and surrounding major centers, 
this closed the big gap in Dr Pepper 
distribution. And the phenomenal success 
Dr Pepper has experienced in these areas 
promises to be a major factor in its future 
development. 

There were nineteen changes in plant 
ownership last year, some from merger and 
others by acquisition. Eight new markets 
were opened to Dr Pepper distribution. From 
plants under new ownership came a 3 per 


cent increase in our domestic volume. New 
markets accounted for nearly 18 per cent of 
our national gain with older established plants 
contributing 79 per cent to Dr Pepper’s new 
sales growth last year. 

Much credit goes to our New York bottler 
for the exceptional job done with Dr Pepper. 
The impact of results in that major market had 
far-reaching effects for Dr Pepper in 1970. 

Expanding facilities 

1970 saw a slow-down in new plant 
construction compared with previous years, 
undoubtedly due to some extent to higher 



Bottling plant construction, Johnson City, Tenn. 


interest money rates. Even so, there were six 
new plants completed with several others 
remodeled and upgraded. Some underwent 
major expansion to enlarge production 
facilities in order to serve larger areas as a 
result of territory consolidations through 
mergers and acquisitions. 

The trend is expected to continue toward 
larger plant operations serving wider 
distribution. The industry as a whole has 
undergone extensive changes moving toward 
fewer producing plants. A number have 
installed canning facilities. 

Dr Pepper is gearing its effort to provide 
bottlers with plans, programs, services 
and materials essential to plant operations on 
a larger scale. 































